The current two studies, one testing college students and the other testing adults,
Introduction
Social marketing is defined as "a process of designing, implementing, and controlling programs to increase the acceptability of a pro-social idea among population segments of consumers" (Dearing et al., 1996, p.345) . Social marketers often use mass media in an attempt to change people's attitudes and behaviors (Perloff, 2001) . Indeed, research indicates that social marketers are often able to influence news agendas and contents (Curtin, 1999; Hale, 2007; Qiu & Cameron, 2008) . Despite the strategic importance of the news media for nonprofit marketing, the literature of media and nonprofits is still in its infancy (Grosenick, 2005; Hale, 2007; Helmig, Spraul, & Tremp, in press ). Hale (2007) argued that although media coverage of nonprofits may have significant effects on the public's perception of a social cause, "there is little empirical research about media coverage of nonprofits and almost none that is framed by communication theories" (p.465). The present study aims to extend the literature by examining the impact of news features covering a nonprofit and its social cause on the public's attitudes and related behavioral intentions.
For the last two decades, many corporations have attempted to include social dimensions in their marketing activities by sponsoring various social marketing activities. Companies co-sponsor pro-social causes of nonprofits with a two-fold intention: (1) to associate the company with a nonprofit partner and appeal to the customers and (2) to generate goodwill and enhance the image of the business (Dean, 2002; Kotler & Zaltma, 1971; Schmidt & Hitchon, 1999) . Although many researchers have examined how such partnerships promote the potential gains for both the profit and nonprofit partners, a majority of the studies have been conducted in the context of advertising or cause-related marketing (CRM) (Ellen, Mohr, & Webb, 2000; Grau & Flose, 2007; Liston-Heyes & Liu; 2010) . That is, even though the news media have been a main channel for social marketing, there has been little research examining the strategic importance of social marketing messages through news outlets. The current study aims to investigate whether associating a commercial co-sponsor with a nonprofit in news feature stories would have the desired positive impact on both parties. In this study, sponsorship is defined as the philanthropic sponsorship of a nonprofit event for a social cause (Calderon-Martinez et al., 2005) , rather than a traditional definition of commercial sponsorship, which refers to a form of advertising.
In sum, the purpose of the present study is to examine how publics process social marketing messages specifically embedded in the news context. Zhang and Swanson (2006) suggest that the news media are crucial for corporate sponsorships because it is primarily the news media that tell the public the story of a firm's efforts to support pro-social causes. Zhang and Swanson content analyzed major newspapers and found that the newspapers tend to see corporate social responsibility (CSR) efforts as positive and therefore provide positive coverage of businesses pursuing such efforts.
This study aims to advance Zhang and Swanson's study by examining how consumers actually process pro-social messages when delivered in the form of news features, in interplay with sponsorship type and localization. Two experiments were used, one testing college students and the other testing adults.
The Impacts of Corporate Sponsorship
Based on the assumption that consumers process news and advertising in different ways (McLeod, Pan, & Rucinski, 1988 ), researchers have empirically tested the superiority of news publicity over advertising. Cameron (1994) showed that editorial content produced better recall than did advertisements. Straughan, Bleske, and Zhao (1994) also found more positive attitudes and behavioral intention generated by news publicity than by advertising. Recently, Gallagher et al. (2001) showed that consumers tended to be more skeptical when processing advertising compared to news stories in the context of online communication.
In the context of social marketing, researchers found that superiority of news publicity over advertising might be moderated by the sponsorship type behind the stories. For instance, Salmon, Reid, Pokrywcznski, and Willett (1985) found that an advocacy message from a nonprofit (i.e., the American Cancer Society) was perceived as more credible in a news format than in advertising, but this was not the case for a story featuring a commercial soft drink (e.g., Pepsi). This finding is in line with previous studies that found consumers sometimes attribute profit-driven motives to corporate sponsorships and become skeptical (Bae & Cameron, 2007; Becker-Olsen et al., 2006; Dean, 2002; Rifon et al., 2004; Webb & Mohr, 1998) .
Researchers have explained such tendencies by applying attribution theory.
Attribution theory posits that individuals are social perceivers who make causal inferences about events they observe and shape the attribution of motive (Heider, 1958) .
Specifically, in the context of persuasive communication, researchers have assumed that consumers tend to attribute the motives of endorsers to two main inferences: intrinsic motives and extrinsic motives. Intrinsic motives refer to doing the right thing (e.g., being altruistic). Extrinsic motives are done for selfish reasons like improving the corporation's reputation or increasing profits. When consumers attribute extrinsic motives, their perceptions of the credibility of the endorsers were found to decrease (Moore, Mowen, & Reardon, 1994; Sparkman, 1982) .
Based on attribution theory, Rifon, Choi, Trimbel, and Li (2004) applied the concept of motive attributions to the context of CSR marketing. Specifically, they posited that a company will be perceived to sponsor a social cause because of either intrinsic or extrinsic motives. Using an experiment, Rifon et al. (2004) found that consumers who read the CSR message with more commercial cues tended to attribute more extrinsic motives to the company and, in turn, have the less favorable attitudes toward the messages.
Closely related to attribution theory, the Persuasion Knowledge Model (PKM) posits that consumers have hypotheses about how marketers attempt to persuade them with mass media messages (Friestad & Wright, 1994) . Based on PKM, Szykman, Bloom, and Blazing (2004) conducted an experiment using pro-social messages (e.g., anti-drunken driving messages) with two different types of sponsors (profit vs. nonprofit). Their findings revealed that participants' attitudes toward the message were more positive when the message was sponsored by the nonprofit than when it was sponsored by the commercial corporation. The results suggest that consumers might discount the value of pro-social messages by using their own persuasion knowledge in attributing the motives of the sponsors.
In another test of the PKM model, Rodgers (2005) suggested that consumers specifically had hypotheses about corporate sponsorships. She defined "sponsorship knowledge" as "a specific type of persuasion knowledge that can be used to evaluate a corporate sponsor and its motives." In the context of an online newspaper, Rodgers, Lim, and Bae (2005) assessed how consumers perceive the e-news contents sponsored by commercial companies. The study showed that when the content of the e-news was highly related to the commercial products, it actually lowered the credibility of the messages.
In sum, the literature suggests that the motives that consumers attribute to a corporation's sponsorship of a nonprofit are crucial to how they respond to both the nonprofit and the corporation. It also suggests that a message from a nonprofit by itself might be more persuasive than a message from a nonprofit that is being sponsored by a commercial company. This is because a combined-source message can be accompanied with negative attributions that will make attitudes more negative, and even decrease the intentions to support the cause of the nonprofit.
H1:
News feature stories will be more effective when the causes are sponsored by a nonprofit organization alone than co-sponsored by a commercial company.
Effectiveness will be indexed by resultant attitudes toward the nonprofits and the commercial companies.
Feature Localization
Research shows that news perceived as more proximal to the consumer gets more attention. For instance, Donnelly (2005) conducted an experiment to examine how story localization is related to news versus editorial format and how both localization and format affect recall and awareness. The results showed that participants displayed greater news awareness for local stories than non-local stories. Similarly, Heath (1984) found that people who read newspapers that printed a high proportion of local crime news reported higher levels of fear than people who read a low proportion of local crime news. Based on such findings, it is assumed that localized stories will influence readers' attitudes toward the news and, accordingly, behavioral intentions.
In the context of corporate sponsorship of social marketing, Grau and Folse (2007) utilized the signaling theory to examine how donation proximity (non-local vs. local) in corporate sponsorship campaigns influenced consumers' campaign attitudes and participation intentions. Signaling theory (Spence, 1973) posits that certain indicators (e.g., observable cues) can provide signals to potential buyers/investors so that they can predict unobservable attributes of the issue under examination. Grau and Folse (2007) applied signaling theory to the corporate sponsorship context, positing that corporate donations might appear "abstract or unobservable" to consumers, and that CRM donations associated with a local community would signal "a greater or more tangible offer to consumers." Grau and Folse hypothesized therefore that a corporate sponsorship campaign would be more effective when the campaign was localized rather than targeted nationally, and their hypothesis was supported. Based on this finding, in the present study, this study expects that social marketing messages in news features will be more effective when the features are localized than when they are not. This study therefore hypothesizes: H2: News feature stories are more effective when social causes are localized than when they are not localized.
We will also examine the interaction between localization and whether there is a commercial sponsor. In reviewing PKM research, Campbell and Kermani (2008) argued that consumers are more likely to use persuasion knowledge when they have higher cognitive resources, which is required for the consumers to critically consider the ulterior motives of marketers (Campbell & Kermani, 2000) . In this current study, the localized features will enhance the personal relevance of the messages and thus increase the level of cognitive elaboration. Such cognitive resources would in turn activate persuasion knowledge by leading participants to consider the corporate sponsors' commercial motives more critically as compared to the non-localized features.
Therefore, this study hypothesizes:
H3: There will be an interaction between sponsor type and localization on consumers' attitudes and behavioral intentions, such that, in the localized features, the advantage of sole-sponsorship of nonprofits over co-sponsorship with corporations will be greater than it is in the non-localized features.
Method Design
To test the proposed hypotheses, this study conducted a 2 (sponsor type) x 2 (localized) x 2 (type of social causes) mixed design experiment. The first between-subjects factor is type of sponsorship (nonprofit alone vs. co-sponsorship by commercial company). Here the sponsorship is defined as the philanthropic sponsorship of a nonprofit event for a social cause (Calderon-Martinez et al., 2005) . Localization is the second betweensubject factor (localized vs. non-localized). The only within-subject factor consists of two different causes (hunger relief vs. environmental efforts) which represent the most common issues in social marketing field. The two stories were both altered to produce four versions, and the order of the stories was counter-balanced across the conditions.
STUDY 1 Participants
A total of 146 undergraduate students were recruited from a large Midwestern university and participated in this study for extra class credit. About 35 participants were assigned to each condition. Approximately 78% were female. Participants ranged in age from 18 to 26 (M = 19).
Stimulus
In this study, each participant was exposed to two different news features. Two fictitious news features promoting social causes were created by a professional editorial syndicate for this study 1 . Fictitious names were used for the commercial sponsors to control for potential confusion such as brand familiarity or prior bias.
The hunger relief feature ("Share the Bounty") involved various activities aimed at helping feed the hungry and promoted by a hunger relief nonprofit organization. The environmental efforts feature ("Go Green") involved several activities focused on saving the environment as a "good eco-citizen," and promoted by an environmental nonprofit organization. As stated earlier, the two stories were altered to produce four versions; the length and contents of the features were kept identical except for the manipulated factors across the conditions. Localization was manipulated by including localized information in the headlines and the contents about the city where the participants resided (e.g., a local branch of a nonprofit organization, a local campaign event, etc.). In sum, a total of eight news features were created for this study.
Procedure
The experiment involved asking participants to read two news features, and complete questionnaires. Each participant was randomly assigned to one of the four conditions:
(1) nonprofit * localized, (2) nonprofit * non-localized (3) nonprofit and commercial company * localized, (4) nonprofit and commercial company * non-localized.
Once the experiment began, each participant was asked to read the first news feature, and then answer questions about it. Once they finished answering the questionnaire, the procedure was repeated with a second news feature. At the end of the second questionnaire, demographic measures as well as questions for manipulation checks for two IVs were presented.
Measures
The dependent variables included credibility perceptions of and attitudes toward the news messages, nonprofit organizations, the newspapers that carried the stories and corporate sponsors, as well as related behavioral intentions. The questions about corporate sponsors were asked to those in conditions 3 and 4 only.
Credibility perceptions. Message Credibility was defined as the degree to which a message is perceived as objective and unbiased. It was measured by six items on a 7-point adjective bipolar scale: unbiased-biased, accurate-inaccurate, believableunbelievable, convincing-unconvincing, trustworthy-untrustworthy, and telling the whole story-not telling the whole story. α = .88. Nonprofit credibility was measured by three items on a 7-point adjective bipolar scale: reliable-unreliable, sincere-insincere, and trustworthy-untrustworthy (Ohanian, 1990) . α = .86. Corporate credibility was measured by six items on a 7-point adjective bi-polar scale: honest-dishonest, dependable-undependable, reliable-unreliable, unselfish-selfish, sincere-insincere, and trustworthy-untrustworthy. α = .92. Newspaper credibility was measured by three items on a 7-point Likert scale. The items were "It provides important community information," "It is concerned about the community's well-being," and "It cannot be trusted." (item reversed) α = .71.
Attitudinal responses. Attitudes toward the nonprofit and the corporation were measured by three items on 7-point semantic differential scales: good-bad, favorableunfavorable, and pleasant-unpleasant (α = .84, and α = .86, respectively). Attitudes toward the activities suggested in the news features and attitudes toward the products of the corporate sponsors were also measured using three items on 7-point scales: goodbad, favorable-unfavorable, and pleasant-unpleasant (α =.89, and α = .96, respectively). 
Results

Manipulation checks
The manipulation of independent variables was checked by independent t-tests. A manipulation check for sponsorship was assessed by participants' response to a single- 
Tests of the Hypotheses
We ran 2*2* Table 1 ).
[Insert Table 1 The impact of localization was also examined for the responses to commercial companies for those in commercial sponsorship conditions (i.e., condition 3 & 4). First, in the environmental efforts feature, a series of t-tests were conducted and found significant effects of non-localization on corporate credibility, attitudes toward the company, attitudes toward the products, and purchased intentions. That is, for those who read the environmental feature sponsored by a commercial company, participants in the non-localized condition perceived higher corporate credibility, more favorable attitudes toward the company, attitudes toward the products, and greater purchase intentions of the products, as compared to those in the localized condition (See Table 2 ).
In the hunger relief feature, the results of t-tests revealed similar patterns to the environment feature, but did not reach statistically significant levels (See Table 2 ). In sum, there was no significant main effect of localization for both features. Rather, there was significant positive effect of non-localization for the environment feature, contrary to the study's expectation. Thus, H2 was not supported.
[Insert Table 2 [Insert Figure 1 here]
Post Hoc Analyses
Post hoc analyses were conducted to assess how social marketing messages in news features influenced consumer perceptions of the profit and nonprofit organizations as well as the news organization. The results of the correlations demonstrated that responses toward the nonprofits, the commercial sponsors, and the news organization were closely inter-correlated. In both news features, the perceived credibility of the nonprofit was positively correlated with the perceived credibility of its commercial sponsor, attitudes toward the company, and attitude toward the products. Attitudes toward the nonprofit also were positively correlated with the perceived credibility of its commercial sponsor, attitudes toward the company, attitudes toward the products, and purchase intentions of the products. Participants' credibility perceptions and attitudes toward the three parties were all highly correlated (See Table 3 and Table 4 ).
[Insert Table 3 here] [Insert Table 4 here]
STUDY 2 Overview
Study 2 was conducted to extend Study 1 results by generalizing the findings to adult consumers. Experimental design, stimuli, measurement and procedures were the same as those used in Study 1. Study 2 was conducted with adult participants over age 25 and residing in the city where the previous study was conducted.
Participants
The sample consisted of 126 local citizens in a Midwestern city where Study 1 was conducted. Five participants were randomly selected and compensated with gift cards.
The ages ranged from 25 to 72 (M = 37 years), and 72 percent of the participants were female. Each of the four conditions had an average of 32 participants.
Results
Manipulation checks
The manipulation checks for both sponsorship and localization were tested with the 
Test of the Hypotheses
We conducted 2*2*2 ANOVAs and found that the social cause type interacted with another independent variable on a dependent variable 3 . That is, the social cause type did not serve a message variation purpose in Study 2 as well as in Study 1. Thus, we analyzed the data for each news feature separately, and a series of 2*2 ANOVAs were conducted to test the hypotheses and research question.
H1 predicted that news features stories would be more effective when the causes were sponsored by a nonprofit organization than co-sponsored by both the nonprofit and a commercial company. . Finally, a similar mean pattern was also found on participation intention, but the mean difference did not reach a statistical significance level (see Figure 2) . Thus, H3
was partially supported.
[Insert Figure 2 here]
Post Hoc Analyses
The positive correlations among participants' responses to the nonprofits, corporate sponsors, and news organizations were revealed in Study 2, just as in Study 1. In both the environmental and hunger-relief feature stories, the perceived credibility and attitudes toward the nonprofits were positively correlated with the stories of the corporate sponsors. The attitudes and purchase intentions toward the products were also correlated. As for the adult consumers' responses to the news organization that conveyed the social marketing news features, in the environmental feature story, newspaper credibility was highly correlated with the perceived credibility of the nonprofit, attitudes toward the nonprofit, attitudes toward the cause, attitudes toward the company, attitudes toward the products, and purchase intention. The same high correlations were also observed in the hunger-relief feature story, with additional high inter-correlation between the newspaper credibility and perceived credibility of the company (See Table 5 and Table 6 ).
[Insert Table 5 here]
[Insert Table 6 here]
Discussion
This study examined how consumers would process nonprofits' social marketing messages embedded in news features, focusing on the effects of sponsor type and news localization on consumers' attitudes and behavioral intentions. Based on attribution theory and PKM literature, the key expectation of this study was that news feature stories would be more effective when social causes were sponsored by a nonprofit alone vs. co-sponsored by a commercial company and when localized vs. non-localized. As opposed to the expectation, however, this study revealed some unexpected yet interesting findings regarding the effects of sponsor type and localization in the context of news features.
First, as for the effects of sponsor type, Study 1, using young adult student participants, showed positive impacts of both types of news features on attitudes toward nonprofits and commercial companies. That is, with or without a commercial sponsor of a social cause, the young adults tended to show positive responses. The results of Study 2 indicated similar findings to the findings of Study 1. The only exception was that the adult consumer participants had greater intention to participate in an environmental cause when the cause was sponsored by a nonprofit alone vs. co-sponsored by a commercial company. This may be because the older age group has greater skepticism toward corporate sponsorship and how co-sponsorship works between the two organizations. Webb and Mohr (1998) showed that the more knowledgeable consumers are about CRM, the more skeptical they will be toward CRM campaigns. Still, it is also noteworthy that the older group's attitudes toward the nonprofit and the commercial sponsor were fairly positive regardless of the sponsor type.
The results of Studies 1 and 2 were quite clear regarding the effect of sponsor type for both the environmental and the hunger relief stories. The presence of the commercial company sponsor in the stories produced not only the same positive attitudes toward the nonprofits as the no-sponsor condition, they also produced highly favorable attitudes toward the commercial company itself. The real-world implications are quite straight-forward. Commercial sponsorship represented in news story features could be an effective strategy for both commercial companies and the nonprofits they sponsor, especially when the social marketing targets young adult consumers.
This result may not seem in accordance with the previous studies that demonstrated the superiority of nonprofit sponsorship over for-profit sponsorship.
However, it should be noted that the present study did not compare nonprofit sponsorship versus for-profit sponsorship, as most previous studies did. Rather, this study compared nonprofit sponsorship alone versus corporate co-sponsorship, in an attempt to examine how the presence of commercial co-sponsors would influence consumers' responses to social marketing messages. The findings suggest that individuals' negative perceptions of commercial sponsorship might be ameliorated when it is presented along with a nonprofit partner.
One possible explanation for this result is that the context of news features might influence participants' favorable responses to the messages regardless of the sponsor type. Notably, many previous studies have found the disadvantage of a commercial sponsor in the context of advertising and CSR marketing (e.g., Rifon, Choi, Trimbel, & Li, 2004) . On the other hand, the current study adopted the context of news features.
Considering the superiority of news features over advertising in generating favorable attitudes and credibility perceptions (e.g., Gallagher et al., 2001; Straughan, Bleske, & Zhao, 1994) , it is plausible that the pro-social message in a news format might be processed in a less skeptical way as compared to the message in advertising.
Another possible explanation is that individuals' favorable attitudes toward nonprofits would positively influence their evaluations of the commercial sponsors in a partnership with the nonprofits. This is in line with the findings of Bae and Cameron (2007) , who called attention to transfer effects between two parties involved in a social marketing campaign; the transfer effect refers to "the positive or negative movement of people's evaluation on both parties generated by corporate social marketing activity from profit companies to nonprofit organizations or from nonprofit organizations to profit companies (p. 39)." This is also in line with a principle of "meanings as integrating factors" that attribution theorists claim. According to attribution theory, individuals tend to attribute underlying causes of their experience based on various factors such as prior knowledge, expectations, motives, or affects. Specifically, Heider (1954) suggests that an individual tends to perceive the world as a consistent and integrated system by constructing an integrated representation of the world. That is, if an individual observes A and B fighting each other and he finds A to be a good party, then he will likely perceive B as a bad party (i.e., a principle of "meanings as integrating factors"). The current study provides empirical evidence that individuals tend to attribute their experiences as a consistent and integrated system. That is, in the social marketing context, consumers' attitudes and credibility perceptions of the nonprofits, the commercial partners, and even the newspaper featuring the cause were all positively correlated with one another. For companies considering doing CSR marketing targeted at young adults, therefore, this present finding offers a practical implication that the partnership with nonprofits would be an effective strategy. The exception was that adult consumer participants showed greater participation intention when the cause was sponsored by a nonprofit alone vs. co-sponsored by a commercial company. It is not clear why this was the case, but given that the positive responses to the commercial sponsorship condition were so much more common, the conclusion that co-sponsorships are effective remains strong.
As for the effects of localization, Studies 1 and 2 demonstrated similar results:
the negative impact of localizing stories. Although there was significant reason to expect that "localizing" the stories would have an additional positive impact on attitudes and intentions, this study did not find this to be the case. Rather, in both Studies 1 and 2, results showed a negative impact with localizing stories, especially when the cause was co-sponsored by a commercial company. For an environmental feature involving a commercial company, the participants in the non-localized condition showed more favorable attitudes and behavioral intentions as compared with those in the localized condition. For the hunger-relief feature, Studies 1 and 2 demonstrated a clearer picture of the interaction between localization and sponsor type. That is, in the localized condition, participants indicated more favorable credibility perceptions (Study 1) of and attitudes toward the nonprofit (Study 2) when the cause was sponsored by a nonprofit only vs. when it was co-sponsored by a commercial company. On the other hand, in the non-localized condition, there was no significant difference between the sponsor types.
This interaction is consistent with our expectation (H3) that the localized feature would increase participants' personal relevance and cognitive elaboration, which would lead them to evaluate the message more critically and with greater persuasion knowledge. That is, for a localized feature, participants might perceive the commercial co-sponsorship as an activity that contributes to the commercialization of local events.
This explanation is in line with Speed & Thomson's (2000) findings that people perceived corporate sponsorship more negatively (i.e., as commercializing a community) when the social causes were amateur events, as compared to when the causes were professional events. Meanwhile, for most cases involving a commercial cosponsor, the non-localized conditions were more effective. This finding suggests that when a social cause involves commercial sponsors, the work of "localizing" may not be worth what it costs the newspaper to carry out that localization. It is noteworthy that this was the case for both young adult students and adult consumers. In Study 1, the participants were college students, who might not have the same "connection" with the localized city as adult residents would. However, Study 2 confirmed the previous findings regarding the interaction between localization and sponsor type with adult participants who reside in the same city.
Future studies may need to investigate how other types of pro-social messages would affect news readers' perceptions. Since this study utilized general issues such as environmental efforts and hunger relief for the experimental stimuli, future studies may need to explore how controversial pro-social issues could generate different results from the ones presented in this study. Although this study investigated participation intention as one of the dependent variables, this variable deserves more research since an increasing number of nonprofits are dependent on donations and volunteering.
In Notes 1 For the current experiment, this study employed a mat feature release, which is a formatted article that is sent in "mat" form ready for publication. The concept was to provide helpful consumer information about a variety of subjects with a brief mention of the nonprofit or corporation that distribute the release (Wilcox & Cameron, 2008) .
The mat release practice in the U.S. has been steadily expanding. However, little is known about how effective this form of promotion is. Virtually nothing is known about how people feel about newspapers that run this format of news featuring nonprofits and social causes. The present study aims to answer these questions by employing this type of news feature as an experiment stimulus. It is noteworthy, however, that when conducting the experiment, we presented the stimuli as news stories and did not include any further indication where it came from. The eight news features were identical replica of real news stories that participants would be normally exposed to. As the focus of the study was examining the message effect from the audience's perspective, participants were introduced to the stimuli as a mere news feature article. 
